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ABSTRACT
This thesis is an explorative study to obtain
an understanding of frozen chicken. market in Hong Kong.
The study is divided into two parts. The first part
is mainly to investigate the consumer buying behavior
with relation to frozen chicken so as to provide
necessary marketing informations to the marketing
executives for planning their strategies, The second
part is to pinpoint and analyze some of the strengths
and weaknesses of the marketing strategies employed by
suppliers of frozen chicken in Hong Kong.
We observed that consumers buy frozen chicken
mainly because of its lower price and of its wide,
intensive outlets and that most young people prefer
frozen chicken to live chicken. Our findings also
indicate that the successful of launching this particular
product would depend on the marketing ries employed by
marketers of frozen chicken.
This thesis is by no means a complete study
of frozen chicken market in Hong Kong, it onyx provides
a rough guide for those who are interested in the
marketing of frozen chicken in Hong Kong.
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1.0 INTRODUCTION
1.1 Justification of the Topic
There is a Chinese proverb which says, Clothing,
feeding, housing and transportation are the four fundamentals
of living. In Hong Kong, Chinese constitutes more than 90
per cent of the population and, unlike Vlesterners, they are
not concerned very much with their housing conditions such
as the location and the interior decoration instead, they
are more interested in food. Therefore,. a high proportion
of household expenditure in Hong kong is represented by
expenditure on foodstuffs. Reflecting this, tree foodstuffs
component of the General Consumer Price Index, based on the
period 1963 to 1964, was as high as 48.3 per cent. Further,
from July 1974 the weight of foodstuffs in the New Consumer
Price Index was as high as 50.9 per cent( 3)o It is
estimated that Hong Kong people spent about HK$ 9,800 millions
on foodstuffs in 1974. This corresponded to an average of
HK$ 220 per month per person (13).
On the other hand, the rapid increase in population
causes an increasing demand for food. Although the Hong
Kong government's policy is to foster the growth of
agricultural production,because of the limitation of land
and other resources, Hong Kong still has to depend on the
importation of foodstuffs• They are mainly imported
from mainland China and other neighbouring countries. The
overall quantities of foodstuffs imported in 1974 amounted
to HK$ 6,111 millions (13) Some of these imported
foodstuffs have to be chilled or frozen for ease of
transportation, durability of storage, and convenience in
carrying. In addition, because of the environmental
differences in different parts of the world, there is a
wide variety of food or poultry produced in different place:
Some of them are impossible for export because of the long¬
distance. The only compensation is to chill or froze them.
According to the latest statistics, those belong to the
income bracket of below HE3 3?000 have, spent IIK3 17.2 on
frozen meat or frozen poultry each month (Appendix I).
Among frozen food, frozen chicken is one of the major items,
It constitutes an important portion of foodstuffs in daily
life. The imported amount of frozen chicken has increased
substantially during the past four years (figure 1). It is
therefore quite interesting to investigate those factors
. which contribute to the sales of frozen chicken in Hong
Kong.
1.2 Present Market Situation
Basically, frozen chicken refers to the chilled oi
frozen chicken. They are mainly imported from other
countries. Hong Kong itself also produces frozen chic en
which are mainly exported to South East Asia and they have
no significance for local consumption. The manor sources
are China (Mainland), Denmark, Canada, Germany, the
Netherlands and the U.S.A.
figure 1: Value of Chilled or frozen
Chicken (Body) Imported
Between 1972 and 1975 (Aug.)
(Unitsi Hong hong Dollars)


































Year Total 40402466 57739731 77930588 43442607
Sources: Hong Hong Trade Statistics, December 1972-1974,
August 1975
figure 1 shows that the imports from China and
the U.S.A. have increased each year. Their products
together with the pr oduct of Denmark have already
dominated 90 per cent of the local market. Thus, only the
products from these countries are selected for this study.
Among the products from various sources, the prices of
Chinese products are in general the lowest. The retailing
prices range from $2.50 to $4.00 per pound. Retailing prices
for other sources are from $3.00 to $6.00 per pound. Being
the cheapest in price, the Chinese product has captured
one half of the local sales.
Frozen chicken has several parts available for sales.
It includes tne chicken body, flesh, feet, wing, thigh and
offals.
1. Chicken Flesh
This part is normally the breast of the chicken
where the flesh is always thicker. The price is usually
higher than that for the chicken body.
2. Chicken Body
The chicken body sold in Hong Kong usually
excludes offals.
3. Chicken Leg
The chicken leg consists of two parts: the feet
and the thigh. These two parts are sold separately in
Hong Kong.
4. Chicken Wing
Like chicken leg, the wing can further be separated
into parts. For convenience in our study, they are all
grouped together and called the wing.
5. Chicken Offals
Chicken hearts and livers are mainly purchased
by institutional users (e.g. restaurants). Occassionally
they are sold in the consumer markets
1.3 Purpose of the Study
It is evident that the frozen chicken is more or
less accepted by Hong Kong people. As to its future
prospects, there are two different opinions. One opinion
holds a pessimistic view. They say that the sales of
frozen chicken have reached a saturation point and will
not grow further as it did in the past few years. Others
are more optimistic and believe that the sales of this
product can further be expanded. This study investigates
the factors which affect the future outlook of the frozen
chicken market. Further, it is found that chicken is one
of the major food items in our daily life. This particular
product directly competes with live chicken. Thus, a
comparison with live chicken is worthy of analysis. Besides,
observation shows that some frozen chicken are more
favourably accepted than others in the market. Is it due
to consumer buying motive, or due to the effect of special
marketing strategies employed by sellers? This thesis
also attempts to answer these questions. To quote Philip
Kotler, the four areas covered in analysing present and
future marketing opportunities are the marketing environment,
buyer behavior, market segmentation, and market measurement
(10), we therefore will concentrate our analysis on consumer
behavior and marketing techniques in the frozen chicken
|% it t X± ff- ffi t ftSkW
market. More specifically, the purpose of this thesis is
to:
1. Study the basic elements which will affect the
consumption of frozen chicken;
2. Compare frozen chicken with live chicken;
3. Analyze consumer's attitude on frozen chicken; and
4. Analyze the marketing strategies employed by the seller.
1.4 Limitation of the Study
There are two vast markets for frozen chicken,
that is, the consumer market and the institutional market
(e.g. restaurants). The frequency of purchase and the
quantity involved would be quite different between these
two markets. As a result, the terms of sales, the product
service and the buying pattern are different too. This
study is confined to the consumer market only.
The availability of xelevant statistics imposes
another limitation. The value of imported frozen chicken
is only available in aggregate terms. The trade statistics
do not break down into detailed categories. The only
available data is the import value of the chicken body.
And so the actual consumption for different parts of frozen
chicken is not known. Based on this incomplete statistics,
only the product from China, Denmark and the U.S.A. were
chosen for study. Among these countries1 products, several
brands are sold in Hong Kong. Through the pilot study, it
became known that most consumers are not aware of the brand
7name when they buy frozen chicken. On the contrary, they
are more conscious of the sources of the product, and hence
this study will emphasize the sources rather than the brand
name.
Since our survey is based on sampling, it is subject
to sampling errors. The accuracy of the results is affected
by both response and non-response errors. This is especially
true when the study is limited to a small scale and relies
on interviews with only a few wholesalers, retailers and
consumers.
1.5 Plan of the Thesis
This thesis is divided into six chapters: Introduction
Research Methodology Primary Considerations for Marketing
Frozen Chicken in Hong Kong Analysis of Consumer Attitude
and Buying Motives Analysis of Marketing Strategies and
Summary and Conclusions.
Chapter one deals with the purpose of this study,
stating the nature of frozen chicken market and the scope
of this research.
Chapter Two describes the data collecting method,
the sampling method, the questionnaire design, the
determination of sample size and the way of analysing data.
Chapter Three states some of the major factors that
must be considered in marketing frozen chicken.
Chapter Four attempts to analyze the attitude of
8
consumer towards different sources and different parts of
frozen chicken. The patronage-motives will also be studied.
Chapter Five analyzes the marketing strategies
employed by the supplier. Fiore emphasis is placed on
marketing mix.
Chapter Six is a summary of the analysis, We will
attempt to predict the future market and make suggestions
to marketing people.
2.0 METHODOLOGY
2.1 Sources of Information
Two kinds of information were gathered for analysis
in this research. They are primary data and secondary data.
Primary data were col-Lected through personal interviews
with importers, wholesalers, retailers and consumers.
Secondary data were mainly collected through libraries and
government publications. They are used in this research
as environmental data to reflect the changing dimensions of
the economy of Hong Kong.
Secondary Information
At the outset of the study, it was decided to
collect relevant statistics concerning frozen chicken.
However, the imports and exports. figures for different
parts of frozen chicken, the number of importers and the
sales distribution between different brands are neither
published nor released by government officials. Although
figures appear in the Hong Kong Trade Statistics, they are
only available in agregat e terms and are of not much help
in this research. Hence, in order to take a closer view of
the situation of frozen chicken market in Hong -'long,
interviews with importers were conducted first. Valuable
and basic information, characteristics and general marketing
10
aspects or the rrozen chicken were received it was decided
to study and analyze these informations before further
studies.
Primary Information
As stated in the previous paragraph, relevant data
or information concerning frozen chicken are very scarce.
This research was based on the primary data. They were
mainly secured through personal interviews with consumers,
retailers as well as wholesalers.
Interviews with consumers were mainly conducted
by the friends of the writer. Structured interviews were
used. Each interviewer was instructed to ask the questions
in the order given on the questionnaire and to ask only
these questions. The advantage is that since the questions
are formulated in advance, all of--the required information
can be asked for in an orderly and systematic fashion
while respondents can react to the stimulus under such
standard questions. Further, this also provides a maximum
control of the interviewing process and to reduce the
variability in results caused by differences in interviewer
characteristics, and thus allowing less skilled interviewers
to be used( 6).
Unstructured interviews were conducted with importers,
wholesalers and retailers. This method is employed because
this can be free of the restrictions imposed by a formal
11
list of questions. The interview may be conducted in a
seemingly informal manner in which the flow of the
conversation determines which questions are asked and the
order in which they are raised. This kind of interview
is more appropriate in this study as it is believed that
most of the Hong Kong retailers have a poor response to.
structured type of interview. This will prohibit to get
the necessary information. On the contrary, if this method
is employed, it allows us to gain insights to the marketing
aspects.
2.2 Sampling 1ethod
The basic problem in survey design is the size,
nature and method of sampling selection. The survey sample
should be representative of the relevant population and
hence a precise difinition of the elements that make up
the population is the first step in the sampling design,
In this research, we define the population as all adults
who have purchased frozen chicken and live chicken before.
Because of the limitation of time, money as well as for the
convenience of conducting interviews, all interviews were
carried out in the followin areas:





These areas were selected because they are densely
populated. Further, it is also assumed that these areas
might somehow reflect the income group which is a major
factor affecting the consumption of frozen chicken. The
distribution of household number in each selected area is
shown in Appendix II.
Interviews with retailers were all carried out in
the same district where consumer internvews had been
conducted. It was hoped that the information obtained
from these two sources would be more closely related.
2.3 Sample Size
The number of interviews needed can be determined
mathematically, once the desired precision and estimated
variability of the critical result are decided (2).
However, the most important considerations in designing
the sample size is the availability of time and money
resources, we therefore chose a maximum allowable error
of 10 per cent at five per cent level of significance.
Further, in this research, we do not know the population
situation; we can only assume that the probability of the
sample possessing the attributes is 0.5. In mathematical
notation, we have the following formula (15):
where
where Z is the number of standard deviations in the
standardized normal distribution
p is the percentage of the sample possessing
the given attributes
q is the percentage of the sample not possessing
the given attributes
F is the sample standard deviation
11 is the sample size
Because Z= 196f therefore
C.= 101.96
and hence the sample size is
n= 0o5 x 05 005102
= 96
This sample size, if used, would ensure that the
estimate of frozen chicken users in the population based
on our sample would be within 10 per cent of maximum error
with 95 per cent of confidence® However, because of the
convenience, a total of 100 interviews had been conducted®
for reasons of time and cost, only three importers,
three wholesalers and seventeen retailers were interviewed®
2 4 Design of Questionnaire
The closed-end questionnaire was used for consumers
in this study. This method has the advantage of the
questions being formulated in advance so that all required
information can be asked systematically and can get answers
that are directly comparable. Further, it can achieve
speed and accuracy in recording data through such a
standardized procedure (1).
Before the questionnaire was designed, pretest was
carried out by means of focus-group meeting. A group of
six people including a house wife, a medical doctor, two students
and two white collar workers was invited. The meeting
was held by means of discussions. The result of this
meeting had much to contribute to the content of the
Questionnaire. It had been revised twice prior to distribution
for use. The final questionnaire was designed to find out:
1. consumer attitude towards live chicken and frozen chicken;
2. the reasons for the preference of a certain part of
frozen chicken;
3. consumer perception on the price and quality from various
sources;
4. buying habit of frozen chicken; and
3. respondent's demographic factor.
The questionnaire was first presented in English
and then translated into Chinese version after it had. been
finalized. An English version of the questionnaire is
presented in Appendix III.
There was no designed questionnaire for wholesalers
and retailers. However, a set of questions had been prepared
for interviewing purpose. This included the kind of frozen
chicken available, the ways of placing order and other
14
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marketing aspects. These questions were asked to obtain
necessary information with respect to product variety, the
degree of competition and other factors that would influence
the components of a marketing mix.
2.5 Interviewing Method
After the questionnaire had been finalized, five
college students were selected to conduct the interview
with consumers, Each student was responsible for one district.
In selecting our respondents, we would like to have
used simple random sampling. This, however, was not
possible because we did not know who had purchased frozen
chicken before. Thus, all interviews were conducted either
near the market place or at supermarkets where it was likely
that the chance of meeting our target respondent would be
greater. Further, most of the interviews were carried out
from 4 p.m. to 7 p.m, as it was believed that these hours
were the time for both housewife and worker to purchase
foodstuffs.
The interviewer would approach to any individual
he picked and ask permission for an interview, The first
question was a screening question, If the answer was
negative, the interview was ended, The interviewer continued with
other individuals until a total of twenty interviews had
been conducted. Because interviewers were unknown to the
respondents and the subject of the interview might or might
not be of interest to them, the response rate was very low,
16
only about 30 per cent. The other factor for this poor
response has been attributed to the unpopularity of
marketing research in Hong Kong. As a result,-interviews
had last for two weeks before all 100 questionnaires were
obtained.
For wholesalers and retailers, interviews were
conducted by the author himself to obtain more information
and a clearer understanding of their marketing position.
Moreover, it could eliminate possible errors involved in
using other interviewers who had not much idea about the
idea or the background of this study. It also ensured that
answers were clear and unambiguous and had been recorded
correctly.
Some of the names of wholesalers and retailers were
supplied by one of the largest importers of frozen chicken
in Hong Kong. The rest of them were from the Yellow Pages
of the telephone directory. Their names were chosen for
each desired sampling area. They were drawn by random
sampling. The retailing outlets included frozen meat stores,
the market, department stores and supermarkets.
An appointment by telephone was made before each
interview was conducted. Each interview lasted about half
an hour. All these interviews were carried out during the
afternoon. This was the only time these people were less
busy and would not be interrupted by consumers.
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2.6 Analysis of Data
Of 100 questionnaires collected from consumers,
only 98 were suitable for analyzing. The rest was
incomplete and inconsistent. Thus, the result of this
study was entirely based on these 98 questionnaires.
The analysis of the questionnaire was facilitated
by the use of computer. They were carried out in the form
of cross-tabulation.
3.0 PRIMARY CONSIDERATIONS FOR IVMRKETING
FROZEN CHICKEN IN HONG KONG
In marketing frozen chicken in Hong Kong, the
following factors are worthy of consideration.
3.1 Cultural Factor
Culture refers to man's social heritage and is
specific to any society. It is the distinctive life style
of an aggregate of people it represents their design for
living and their adaptation to their environment.
Anthropologist Ralph Linton looks upon culture as .oo
the configuration of learned behavior and results of behavior
whose component elements are shared and transmitted by.the
members of a particular society (18). Kroeber sees it as
always, first of all, the product of men in groups: a set
of ideas, attitudes, and habits--- 'rules' if one will---
evolved by men to help them in their conduct of life. (11)
As a result, people's living habits, their aspirations in
life, the roles they fill, how they relate to other people,
the way they perceive things, the goods and services they
feel they need, and the nature of their consumption patterns
--- all these reflect, in greater or lesser degree, the
impact of culture. Thus, an analysis of the diffusion and
adoption of a product must begin with culture, because
19
The existing cultural-conditions
always determine whether, when, how, and
in what form a new item will be adopted.
If the behavior, ideas and material
apparatus which must accompany the use-
of the innovation can effect improvements
along lines already laid down in the
culture, the possibilities of acceptance
are much greater than if such were not
the case (4)
In Hong Kong, Chinese culture dominates over other
cultures, The Chinese traditionally prefer fresh meat and
vegetables. They tend to resist the substitution of any
new type of food such as frozen chicken. This is especially
true among elderly people. Hence, the opportunities of
expanding the sales of frozen chicken may well be the
greatest challenge confronting businessmen in the future.
If they are to cope successfully with this challenge, they
must know how to use culture as a tool of marketing analysis.
Within the more complex cultures, numerous subcultures
can be found. A subculture can be defined as a segment of
a culture which has its own distinguishing modes of behavior.
Taking a broader perspective, most cultures can further be
viewed as subcultures of some larger culture. These
subcultures are the relevant units of analysis for market
research. They represent definable target groups for specific
products and logical units for the segmenting of larger
markets (21).
Among the four million Chinese people living in Hong
Kong, more than half of them are below 25. These youngsters
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receive more education and are more open-minded. As a
result, they are adaptable and ready to be influenced by
Westerners. Their potential of buying frozen chicken is
great. We therefore can regard them as a subgroup in the
Chinese community. similarly, housewives may be the other
.subunit for frozen chicken too. The problem here is to
find the behavior patterns of the subculture that is most
probable to buy frozen chicken.
3.2 Social-economic Factor
Social Interaction
It is a truism that an individual is not a completely
free agent he cannot survive in toody's world without the
presence of others. Society provides a framework for an
individual's judgements, and applies pressure to keep his
decisions within the realm of socially acceptable behavior.
Thus, social psychologists and. sociologists see market
behavior as a response to the attitudes and behavior of
others. 'This can be reviewed in terms of the interaction
of the individual with his family, social class, and reference
groups e
1. The Family
The family will be concerned with an individual's
well being. Standards of conduct developed within the
family will probably designed to increase or maintain
the members' welfare. Consequently, family members will
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always be expected to avoid using certain products
which are considered capable of impairing health or
of casting an unfavouraole reflection on the individual
member or upon the family( 9).
Frozen chicken is full of protein and can give
strength to an individual. Apparently this product
will be taken into consideration when purchasing
foodstuffs. The main interest for the businessman is
to investigate which member of the family is mainly
responsible for buying foodstuffs. Traditionally, the
housewife has been the zamily purchasing agent, but in
recent years men and youngsters have increasingly
influenced the family consumption pattern. This
phenomenon has to be evaluated in order to launch this
product successfully and profitably.
2. Social Classes
Several studies show that there is a wide
difference in consumer preference that relate to class
standing (12). While people are alike in many aspects,
their tastes, attiutdes, preferences, and prejudices
depend to a great extent on where they happen to be
socially. it has been found that different people from
different social classes, have different perceptions on
the quality of product, have diferent attitudes towards
advertisement (12). These differences may have a
bearing on product design, packaging, promotion campaign
and the assortment carried by retailers. Once marketing
22
executives are aware of these differences, they can
easily develop or adjust marketing strategies. This
is especially important for marketing frozen chicken
in Hong bong since various sources of frozen chicken
are continually exporting to the Colony. Their products
differ greatly in terms of price, quality, variety and
packaging. Knowledges of different social classes can
provide guideliness for planning.
3. Reference Groups
Any group to which an individual looks for
guidance in formulating his behavior is known as a
reference group. An individual may take his values
from These reference groups and make purchasing decisions
based on what he feels they would accept. This reference
group concept has grown in importance in recent years
as more people live and work together in today's larger
corporations, schools, government, communities, churches,
and social action organizations. However, its significance
depends somewhat on the nature of the -product'.
Table 1 shows that there were twelve respondents
who claimed they learned at out this product from friends.
This finding implies that a reference group has an
lsee Basic Marketing: A Managerial Approach, 1971
NlcCartnv. Fourth Edition, Irwin, pp 210
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influence on the adoption ,of frozen chicken. Hence,
the main objective for the marketing executives is to
identify all possible reference groups with respect to
frozen chicken, and to explore their influence on
customer buying behavior.
Population
The total population in 1964 was about 3,50,000
the estimated population at the end of 1974 was 4,345,000.
This represents an increase 6f 800,000 or 22.5 per cent
over the last ten years (7). This substantial increase in
population creates a favourable environment for marketing
frozen chicken in Hong Kong, because the amount of foodstuffs
consumed tends to be in direct proportion to the population
size. Frozen chicken is one of the major food items its
sales will hopefully increased.
However, the decreasing birth rate and the changing
attitudes toward marriage, family size and emigrant will
affect the future population size. These trends should be
watched carefully by marketing executives, as this certainly
has impact on the future market size. Further, there is
evidence that the population will centre in already crowded
districts. Marketing executives may rely on this and
introduce retailing outlets in the most appropriate areas.
The Increasing Employment of Women
In Hong Kong, women began to enter the work force
in large number since 1950's. They have increasingly
sought highly skilled, better paid jobs in both the commercial
and industrial sector. Employment of women increased from
231,430 in 1968 to 532,680 in 1973 (17) (7), This
represents an increase of 230 per cent in five years1 time.
This trend will likely continue in the future.
o marketing executives, the increasing number of
women employed outside the home means more disposable income.
The effect will be the change in housekeeping practices.
More money will be spent on consumer goods and more time on
leisure, less time will be spent on kitchen work. Apparently
women will spend more on convenience food. It is found that
frozen chicken is more convenient than the live chicken, as
it is oven-ready and is readily in many retailing outlets.
Government Policy
A few years ago, the Hong hong government proposed
that all livestock had to be placed into cold storage before
they could be sold in the market. It was hoped then that
through this process the food could maintain a higher
standard of hygiene and could protect from, bacteria. This
would probably improve public health. However, this policy
has never been carried out because of some technical problems
as well as obiections from the public. But it is believed
that this policy will sooner or later be adopted in Hong
Kong as other Western countries did. -his might be
favourable for the sales of frozen chicken. Businessmen
to consider when this policy will be adopted in Hong Kong
33 Pro due t Subs't i tut e
Behavioral scientists generally agree that people
are problem solvers-—- individuals are motivated by drives
or needs, and any unsatisfied needs will lead to tension
and the desire to solve that problem The hungry drive,
for instance, is one of tension in which the individual
must try to find ways of satisfying the need. He will
search for food to ease their drive In reality, the consumer
is faced with a wide variety of foods. In other words, he
is exposed to more than one product stimuli. When marketing
the frozen chicken, we must, therefore, identify the
substitutes and compare their characteristics General
speaking, we may summarize those competitive products into
two categories:
1. Live and frozen meatpoultry other than chicken; and
2. Canned food
Live and Frozen Meat or Poultry
Other than Chicken
There has been a rapid growth of small intensive
vegetable and livestock farms in Hew Territories since the
1950fs. It was estimated that these farms produced about
70 per cent of the vegetables and 15 per cent of the pigs
consumed locally (7). As cultivatabie land is fixed and
the population is increasing, there will be a discrepancy
of food supply and demand. In recent years because of the
rapid industrialization, some farmers had moved to the
26
industrial sector where they could earn a higher income.
Consequently, there was a drop in the local supply of poultry
and livestocks. To compensate this, foodstuffs have to be
imported from neighbouring countries. However,. the supply
of these imported livestocks and poultry may be unstable
because of several reasons. leighbouring countries such
as China and Indochina have always suffered from tropical
cyclones during summer. There might be a delay in transporting
these livestocks and poultry. Besides, some of these animals
.will suffer disease or seasickness and die on the way to
Hong Kong. As a result of the unstable supply, their prices
tend to fluctuate widely. Conversely, frozen food are
imported from various sources and can be stored for a longer
time. The supply will be more stable and will not be
interrupted. This phenomenon will be more obvious after the
attack of a typuonn. There is usually a shortage of live
poultry and livestock because of the delay in transportation
or a destruction in local farms. The shortage is normally
supplement by frozen food.
In addition, it has been agreed that consumers are
rational. They would evaluate the 'value' and 'economy'
of a product before making the purchase. Ultimately price
is a prime factor in the selection of foodstuffs. Frozen
chicken is appealing because of lower prices. On the other
hand, some consumers prefer livestocks and poultry because
of their freshness. They think these foodstuffs would have
better taste and higher nutritive value. The other disadvantage
is the necessity to thaw frozen food before cooking. These
factors have limited the sales of frozen food. However,
marketing executives have to watch if there is any change
in these unfavourable attitudes so that they can promptly
adjust policy.
Among various frozen food, frozen chicken has more
variety than other items. Consumers can have a change in
tastes with different parts of frozen chicken. When price
is considered, the price of frozen chicken is lower than
that of beef or pork. The average price for frozen chicken
is about $350 per pound while the frozen beef or pork is
about $6 per pound. Such a great difference in price might
encourage customers purchase frozen chicken more.
Canned Food
Like frozen chicken, canned food can be stored for
a relatively long period. They can meet the emergency need
of the consumer. Many people like to purchase canned food
for any unanticipated purposes. The price for this kind
of product also appears to be more stable though a change
in price is not unusual. The variation is slight, about
10 to 20 cents per can. This product is easily found in
supermarkets or grocery stores. It therefore can attract
consumers. As a result, the canned food would have an
unfavourable impact on the sales of frozen chicken.
On the contrary, most people consider the prices
of the canned food are too high. Some of them think that
canned food taste bad, are of inferior quality, lack or
have no nutritive value. Some are even afraid of being
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poisoned. 'niese unZavourabie attituaes towards canned
food might discourage the consumption desire as well as
the amount purchased by consumers. This will cause them to
buv frozen food instead 1
3.4 Competitiveness With Live Chicken
Since live chicken is directly competing with
frozen chicken, a detailed understanding of consumer attitude




The lower price of frozen chicken is a major
attraction to the ultimate consumers. Table 2 shows 26
out of 43 respondents acknowledged this. During 1971
to 1974, the price of live chicken has increased by 45.6
per cent while the price of frozen chicken has been
maintained at a low level. Besides, unlike frozen chicken,
the price of live chicken is highly seasonal (8), this
fluctuation irritates greatly the household budgets-for
food.
2. Easy to (reserve
Easy to preserve is the second major reason
consumers bear in mind, Table 2 shows that 25 out of 43
lsee A Study of Chinese Consumer Behavior on Canned Foods
Within Selected Areas in Hong Kong, Wong Shiu Kwong,
M.B.A. Thesis 1974, The Chinese University of Hong Kong
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respondents considered frozen chicken was more easy to
reserve as it can be placed in refrigerator for several
weeks without affecting its quality. In addition, like
other frozen food, a reserve of frozen chicken can meet
the sudden need of consumers. This might encourage the
purchasing desire and stimulate the buying enthusiasm of
customers.
3. Availability
The availability of frozen chicken is another
advantage over the live chicken. Twenty three out of
forty three respondents agreed this point (Table 2). As
will be seen in later chapter, retailing outlets offering
frozen chicken include department stores, Chinese products
emporiums, supermarkets, frozen meat stores, grocery stores
and markets. These shops are located in every corner of
the Colony. One could easily approach these shops and
buy frozen chicken there. On the contrary, live chicken
are only available in market and some meat stores. They
are situated mainly around the market place. As a result,




The. taste of frozen chicken is somewhat different
from live chicken. Table .3 shows that forty three out of
fifty five respondents purchase live chicken most because
it has a better taste. Frozen chicken has an icy-taste
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because of being frozen for a long period. Besides,
more Chinese claimed that the frozen chicken has a taste
of milk-powder. This is especially true for those imported
from Denmark and the U.S.A. as it is believed that these
chickens are fed by milk-powder. These tastes are readily
distinguished by Chinese as poor.
2, Nutritive Value
Chinese people are much concerned with the
nutritive value of foodstuffs and they think that the
nutritive value would have been lost after the foodstuffs
have been chilled or frozen. Over 70.9 per cent of
respondents buying live chicken agreed that they bought
live chicken because of the higher nutritive value (Table 3).
Actually, frozen chicken may have a hidden menace
because most of these chickens have been fed on chemical-
booster pills or treated with a hormone for quicker growth.
They may also have been dipped in a solution before
freezing which contains an antibiotic or some other 'wonder
ingredient' to help retard spoilage (5). Further,
according to Magnus .ry.ke's suggestion that the vitamin
content 'is closely similar to that resulting from the
domestic cooking of the fresh chicken' (14), there is
a definite loss of flavour in frozen chicken compared
with fresh ones. As flavour in a natural food is always
connected with vitamins and mineral content, this would
suggest'some loss in health-giving factors which are still
unknown to the chemists (5).
4.0 ANALYSIS OF CONSUMER ATTITUDE
AND BUYING MOTIVES
4.1 Personal Characteristics and Consumption
of Frozen Chicken
Since all marketing activities are directed toward
the satisfaction of people's wants and needs, an
understanding of the background of consumers would be
beneficial in determining the marketing strategies. F:ecent
research shows that expenditure patterns are strongly
affected by demographic characteristics (19). thus, in
this section, we will analyze the effect of demographic
characteristics on the consumption of frozen chicken. It
is hoped that a-this can give some valuable information
in segmenting the market.
Included in the demographic characteristics, all-
factors which are concerned with age, occupation, income,
family size and educational level will be analyzed. From
the classification data, the number of people who fall
into various demographic category are readily available.
Age
Studies have shown that different age groups
differ a good deal in their demand for food, clothes,
housing, travel and medical care (20). Age, is therefore
selected as an variable for analysing the consumption of
frozen chicken.
In this study, .10®2 per cent of the respondents
were under 25? 33•7 per cent were between 26 and 35? 36®8
per cent were between 36 and 50 while the remaining 19.4
per cent were 50 or above (fable 4)®
for respondents who bought live chicken most? 45®5
per cent were in the age group of 36 and. 500 On the other
hand, the largest group for buying frozen chicken were
aged between 26 and 35? about 44®3 per cent® The most
significant observation was that there was a strong
correlation between the age group and the choice of kind.
of chicken. It showed that the age group below 35 was an
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difference in nutritive value or the taste between live or
frozen chicken® On the other hand, the older group tends
to have a strong belief in Chinese culture, maintaining
the traditional ways of eating, and so only a small
percentage of them would like to purchase the frozen chicken®
Based on this analysis, we believe that the
youngsters have a greater potential for buying frozen
chicken® As more than one half of the population is below
25, the sale of frozen chicken is indeed promising.
Occupation
In our analysis, we classified the respondents
into seven groups: housewife, blue collar worker, white
collar worker, professional, business executives, retired
people and student. The housewife was the largest single
group (54•!£) followed by white collar worker and blue
collar worker (Table 5)® The other groups were evehly
distributed. Although the sample size was small and most
of the respondents belonged to either housewife or white
collar worker, we can still see that there is a strong
correlation between the kind of chicken purchased and the
occupation. From the table, we observe that more white
collar workers tend to purchase frozen chicken whereas most
housewives favour the live chicken. This can be explained
by the fact that white collar workers normally take lunch
in restaurants or fast food shops where most of the food
served are frozen, and hence the'white collar worker may¬
be used to taking frozen chicken.
Moreover, most of the markets are closed at about
six o'clock while most offices are closed at five. Some
of the white collar workers may not have enough time to
spend on the market place where live chicken is only
available. To compensate this, they have to purchase frozen
chicken which is available in many retailing outlets.
On the other hand, housewives do not have any time
barrier. They can buy foodstuffs any time and any place they
like, and thus, more consumption of live chicken is expected.
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Income
The availability of money is of course a pre-
requisite to effective demand but the amount of income
also affects the types of goods purchased. The Life
Magazine study discussed by Richard Ostheimer offers an
example of how income groups vary in their expenditures
for certain goods and services. The study shows that
lower income households spend a higher percentage of their
annual income on food than those households with higher
income. However, in another study, Ross Trump finds that
frozen food are much more heavily consumed by the higher
income group (19). Nevertheless, whether the family income
is a major factor in the consumption of food perhaps depends
on the kind of food as well as places. In Hong Kong, some
food is consumed in much greater amount with rising income
(e.g. shark's fin), others are associated with lower income
groups (e.go egg) while still others (e.g. rice) seems to
be insensitive to income variations.
Table 6 shows that the effect of income on the
consumption of frozen chicken was not very obvious here
but still we can say that the low income bracket (below
HK$2000 per month) buy frozen chicken more frequently while
families with higher income consume more live chickeno This
finding is contradicted,, to Ross Trump's conclusion, but
this does not mean that the income effect is ambigious and
cannot be applied to food consumption, This is only due
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to the different consuming habit in different places.
The reason for larger consumption of frozen chicken in
lower income group is easily seen. As frozen chicken is
cheaper, they can save more money and spend it on other
necessities.
Size of Family
Apparently the size of family is closely related
to the consumption of foodstuffs. That is, the larger
the family size is, the more foodstuffs will be consumed.
Sometimes, this relationship is not so obvious as there
might be a possibility of variation in the food selection,
consuming and eating habits between traditional, large
families and modern, small families. However, we can trace
some buying patterns with regard to the difference in the
family size. The relationship is shown in Table 7. It
indicates that the consumption of live chicken seems to be
larger in the family size of six to eight persons while
the frozen chicken was mostly consumed by the family size
of three to five pe--sons. It is also noted that there were
only two families with a size of either one or two persons
but they all agreed that they purchased frozen chicken most.
The result might be explained by the fact that live chicken
is normally sold on a whole body basis. A family coneists
of only a few members might not be able to consume the
whole chicken at one time. It would be troublesome for
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them to keep remains. On the other hand, various
packaging sizes of frozen chicken are available. The
small family can therefore choose their most suitable size
of frozen chicken for consumption. As a result, a small
family tends to buy frozen chicken more.
Education Level
Researchers find that preferences in food, art,
clothing and entertainment are influenced by the level and
the kind of one's education (16). Table 8 shows the
relationship between the education and the consumption of
frozen chicken. Of those forty three respondents buy- ng
frozen chicken most, twenty nine (67.4x) have at least
secondary education level, while only twenty eight (50-95o)
out of fifty five respondents buying live chicken most
have a secondary level., This leads to the conclusion that
frozen chicken is more welcome by individuals having higher
education level while the live chicken is more welcome by
those having little education. This is not difficult to
understand, because those having higher education level
are exposed to Western civilization and can al preciate
Western life-style thus the consumption of frozen chicken
tends to be great.
4.2 Reasons for Buying a Particular
Source of Frozen Chicken
In this section, we will investigate those possible
reasons that will influence consumer's selection on a
particular country's product with the hope to come to a




frozen chicken can be regarded as a kind of
convenience food. Consumers tend to spend less time
and effort shopping for this product. Prom the study
of retailers, it is learned that only some (five out
of seventeen) retailers sell both the Chinese, Danish
and the U.S. frozen chicken. Most of them have offered
one or two countries' product for sales. Hence9 the
ee.se of accessibility of a particular country's product
will have a vital effect on consumption.
2. Habit
Philosophers and psychologists have long said
that human beings are creatures of habit• --'-his in
certainly true in Hong Hong as most Chinese are tradition
minded. The tendency to follow their habits of buying
a particular country's product is not unusual in Hong
Kong. hat is why the habitual factor is chosen as a
variable in the analysis.
3. Price
It is seen that the prices of frozen chicken are
quite different among various sources. (A summary of
recent retail prices for different sources is presented
in Apprendix IV.) This great variation in price may
be welcome by different customers.
Quality
Quality is chosen as a variable because most
consumers have a perception that quality of frozen
chicken will be different among different sources. We
will discuss it in more detail in a later section.
Source Analysis
In this study, it is observed that Chinese products
appear to be the most favourable (39.8%) followed by the
U.S. (30.6%) and Danish products (24.3%). (Table 9)
China
The major factor that motivates consumers to
buy Chinese product is its availability (31.3%). It
indicates that it is more easy for consumer to find
Chinese product in the retailing outlets. Incidentally,
all the retailers in this study are selling the Chinese
products. This means that there is intensive outlets
for Chinese products.
Price is the next important consideration of
buying this country1s product. In general, the price
for the Chinese product is relatively lower than other
two sources (see Appendix IV). This will be important
to the lower income nouseholds which are, of course,
more price sensitive. It is found that more than one
half (53u8$) of the respondents were fallen into low
income bracket below -3)2000 per month (Table 10).
Further, as stated in last chapter that price factor
will be important in choosing this product, a cheaper
price may therefore be most favourable to consumers.
It is interesting to learn that 12.8 per cent
of respondents acknowledged that they used to buy
Chinese product This is not hard to understand as a
wide variety of Chinese products have been offered for
sales in the Chinese product emporiums and the qualitv
of the product has been improved over the past few
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from Table f, we observe that the quality of
the product is the primary consideration in purchasin
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of the Danish chicken is its size. In general, the
size of the Danish frozen chicken is regarded as the
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an average weight of over 3r pounds while the Chinese
chicken body has a weight of about two pounds. This
bigger size will be more favourable to household with
many family members.
U.S.A.
The reasons suggested for buying the U.S. product
is quite similar to that of buying the Danish frozen
chicken. Their main reasons are 'better quality' and
'bigger sizes'. As told from an importer, the Danish
and the U.S. chicken are more or less the same in terms
of quality and size. The only exception is that the
size of U.S. chicken are more standardized. The
difference in weight is limited to two or three ounces
only. This may be the reason why more consumers perceived
the U.S. product has a 'bigger size (30%).
Surprisingly, two respondents acknowledged that
the product from U.S.A. is cheaper, This finding may
be interesting as Appendix IV shows that the overall
price for the U.S. product,though cheaper than that of
the Danish product, is still more expensive than the
Chinese product. No respondent should claim that the
U.S. product is cheaper. However, it is found that
these two consumers usually purchased the U.S. chicken
wing. The price for this part is relatively the same
for all three countries, but as far as size is concerned,
this part may be regarded as cheaper.
On the whole, we may conclude that the intensive
outlets and the cheaper price have attracted more consumers
to buy the Chinese products. On the other hand, the
quality and the size of the U.S. and Danish frozen chicken
make strong appeal to other segments of the market.
4 3 Reasons for Choosing a Particular
Part of frozen Chicken
In this section, we shall focus on consumer attitude
towards different parts of frozen chicken, and the reasons
for buying them.
Chicken body
It was reported that when the term. ffrozen chicken
was introdueed during interviews, most respondents would
readily responded that this was the chicken body. Only
some would think of the other parts of the chicken. The
sales of this part is expected to be high. However, it is
interesting to learn that only twelve of them (12,2k)
bought this part most (Table 12). The only explanation is
that the supply of live chicken body can meet the demand
of the consumption. Besides, in Chinese culture, the
chicken body is a. high class dish. It will normally be
served in a party or during festivals. But in this
circumstance, the Chinese would prefer to use live chicken
as they think the term 'live' sounds better.
On the other hand, the frozen chicken body has the
advantage in price. It is seen that most consumers bought
this part because it is cheaper (58.3k) (Table 13)
Moreover, some respondents regarded it as more easy to
handle (41.70 because the chicken is oven-ready and no
slaughtering process is required.
For this particular part, the U.S. product seems
to be more favourable (Table 14). It indicates that
consumers will concern more with quality and size. The
attraction of Chinese chicken body is its availability ir
more retail outlets.
Chicken Flesh
It is interesting to find that the number of consumers
buying chicken flesh is nearly the same as that of buying
chicken body, The number were twelve and thirteen
respectively (Table 12).
It is observed the price of flesh is about 0300
to $5.60 per pound whereas chicken body is $280 to $5.30
per pound. Despite the higher retailing price, many peopl
regarded it as cheap (69.2%). (Table 15) This finding is
not surprising as the flesh consists of no bone, and when
the net weight is concerned, it is still cheaper than any
other parts.
Besides, it is known that no chicken flesh is sold
in the live chicken market. This might be another
attraction to the consumption of this part. In addition,
the packaging size for this part is small, from 1 to Im¬
pound. They are easy to handle and carry. Therefore, eight
out of thirteen respondents regarded it as easy to handle.
This small rackasinc; size can encourage the sales tn
small family as it is impossible for them to consume the
whole chicken
It is interesting to learn that only three respondents
claimed that this part is readily available in retailing
outlets (23•IO from our study with seventeen retailers,
it is learned that only five of them sell this part. Ye
may somehow conclude that the demand of this part tends to
be great but the retailing outlets for this part seems to
be insufficient. Marketing executives should be aware of
this point when planning strategies.
Chicken feet
Table 16 shows that there were only nine respondents
(9.1m) bought this part most. As regards for the reasor
for buying this part, 778 per cent claimed that this pe
was cheaper. The retail price was about Si.40 per pound
for the Chinese product compared with chicken flesh
per pound, the feet is much cheaper.
Six respondents regarded chicken feet as good for
health. Most Chinese people purchased chicken feet and
boiled it with other meats and they said this can give their
strength. Maybe because of this cultural factor, 66.7 per
nent respondents appreciated chicken feet for health.
The other favourable factor for the consumption of
this part is the insufficient supply in the live chicken
market, ''his attracts 9.1 per cent of consumers buying
this part.
Chicken Wing
The wing seems to be the most favourable part.
This is shown by the fact that 48 per cent respondents
bought this part most.
As regards for the reasons, most consumers (68.1$)
said it has a better quality. As we have pointed out in
the previous chapter, Chinese people are more concerned
with the quality and taste of food. It has long been agreed
that chicken wing is the best quality among other parts.
Further, there is absolutely no supply of chicken wing in
the live chicken market. The only compensation is to
purchase this part in the frozen chicken market. In this
study, all seventeen retailers sell this part. This
indicates that there is a wide outlet for this part. As
a result, 63.8 per cent of respondents bought this part
because of easy accessibility. On the whole, we conclude
that the acceptance of chicken wing is mainly due to its
better quality and a supplement for the live chicken.
Price factor seems to be less important for chicken wing
(Table 17).
As regards for the sources, the U.S. product appears
to be more favourable (38.3%) (Table 18). The better
quality and bigger sizes (33.7% and 27.8% respectively)
strongly appeals to customers. This indicates the motives
of buying this part is on the sizequality than its price.
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Chicken Thigh
From Table 19, it is seen that the major reasons
for buying chicken thigh is because of 'better quality' (60%),
and 'availability' (60%). This finding is very similar to
our findings for the wing. But the wing is more favourable
than the thigh (48% to 15.3%). Since the consumer attitudes
on these two parts are nearly the same, there should be no
such great differences in the consumption. The only
explanation for this phenomenon is that the thigh is more
expensive than the wing. The recent retailing price for
thigh ranges from $3.60 to $5.80 per pound while the price
for wing is only about $3.00 to $3.90 per pound. This
great difference in price may be the main reason for a
poorer consumption in thigh. However, once the desire is
made to purchase this part, price will only be considered
next to the quality (Table 20). This gives a favourite to
the sales of the U.S. and the Danish chicken- thigh.
Chicken Offal s
Only two out of ninety eight respondents bought
chicken offals most, but all of them agreed that it is good
for health. Unlike Westerners, Chinese regard animal offals
as the most healthful part, lt is full of vi talilin and other
health-factors which can supply energy and give strength.
However, the consumption of this part is not so good as it
should be. This may due to the limited supply of this part
in retailing outlets. From interviews with retailers, only
two retailers sell this part. In other words, this part is
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not widely accepted by retailers, and thus, the poor
consumption of chicken offals is anticipated.
From Table 21, we find that these two respondents
first knew the product from shopkeepers. We may somehow
imply that these two consumers were not seeking for chicken
offals at first, or they even did not know there existed
such a product. Only upon the introduction by shopkeepers
would they get used to purchase the chicken offals. This
might be an important finding to marketing executives.
Incidentially, all two respondents bought the Chinese
product. This is not hard to understand because only the
importer for the Chinese frozen chicken has imported this
part throughout the year while other importers mainly import
chicken body and chicken wing to Hong Kong.
4.4 Perception on Price, Quality
and Packaging
A supplier needs to know the consumer perception
on the product in terms of price, quality and packaging.
Equipped with this knowledge, he will be in a better
position of strengthen the marketing policy so as to get
a wider coverage of the market.
Perception on Price and Quality
In previous sections, we have, to a certain extent,
take price and quality factors to explain the reason why
a consumer buy a particular country's product. In this
section. we try to take a further step to analyze how
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consumer perceive the product with respect to price and
quality.
Table 22 sho-ws that 72.4 per cent of respondents
thought the prices of frozen chicken were different among
various sources. Only 22.4 per cent claimed that they
cannot differentiate the quality. On the whole, the Chinese
products were thought to be the cheapest than other sources
for 88.7 per cent of the respondents rated the price of
Chinese frozen chicken as the cheapest. On the contrary,
only 8.5 per cent thought that the price of Chinese products
was the most expensive, as compared with 38 per cent and
55.3 per cent for the Danish and the U.S. products
respectively (Table 23).
For the quality, Table 24 shows that fifty seven
(58.2%) respondents believed that the quality of frozen
chicken is different from various sources. Table 25
indicates that twenty four respondents agreed the Danish
frozen chicken has the best quality vhile twenty three
thought of the U.S. products. Only ten respondents believed
that the Chinese frozen chicken has the best duality.
From these results, it indicates that we may use
price as an indicator of quality, because it is shown that
most respondents have the perception of the higher the
price will be followed by higher quality. In other words,
some consumers may seek. a better quality of frozen chicken
just by looking at the price. This may be true as there
is no special brand preference, and hence there is no way
to measure the quality. This price-quality perception
should be noted when marketing executives price their product.
Perception on Packaging
Table 26 shows that forty five respondents thought
the Danish products have a better packaging; thirty four
believed the packaging of the U.S. product is the best
while only twelve of them regarded the Chinese product has
a better packaging.
Most of frozen chicken are packed by either importer
or retailer (see 5.2). The packing material is actually
the same for all sources. There should be no such great
differences in the perception on packaging by consumers.
The only possible explanation is that there always a
positive attitude towards the foreign product. The importer
of the U.S. and Danish frozen chicken may make use of this
favourable attitude in promoting their products.
4.5 Patronage Motives
The place where the customer actually buys the
product is of critical importance to marketing plan. The
reason why the customer buys in a particular outlet is the
basis for the consideration of retail marketing strategy.
Patronage motives are derived from consumer
attitude. They are related to factors which the consumer
is likely to regard as controlled by the retailer. In this
study, we have chosen the factors of location, price,
service, assortment and confidence to the store.
Oonvenience
Table 27 shows that convenience is the single most
important reason a buyer regularly patronizes a particular
outlet (57«1$). like other food items, people are inclined
to exert a minimum amount of effort in shopping for frozen
chicken. As a result, the closer the store is to large
number of customers, the better are the chances for success
Assortment
In the case of frozen chicken, consumers tend to
patronize stores that offer a wide variety of products (18.4%)«
A wider assortment of frozen chicken means the consumer can
easily compare the product in terms of price and quality.
They ocan buy several parts of chicken in the same store.
A wider product line of frozen chicken is therefore recommended,
Price
In the previous chapter, it indicated that most
consumers are sensitive to price of frozen cnicken and hence
a cheaper in price can attract certain customers to the
store (153%)• But as price and variety are concerned, our
finding indicated the latter is more important. Therefore,
a retailer can price higher provided that there is more
assortment in his store.
Confidence
Those retailing outlets that have made strong appeals
to the high quality of the product can give confidence to
customers and make them purchase thereafter. In this study,
9«2 per cent respondents claimed that they patronize a
particular store because they have confidence on that store.
Perhaps, suppliers of frozen chicken may locate their products
at those outlets that give confidence to consumers. In this
way, their products would become more favourable.
5.0 ANALYSIS OP MARKETING STRATEGIES
5.1 Distribution Policy
One of the most important and difficult problems
facing any importer is the selection from among many
possibilities of the best distribution channel because a
distribution channel is an integrated system, each part of
which performs necessary economic services and cooperates
with other channel members. The profit of each link in
the distribution systems depend to some extent on how well
other channel members do their Job. In Hong Kong, there
exists three levels of channel members in the frozen chicken
market. They are importers, wholesalers and retailers.
However, the distribution systems differ because of different
practices of the importing firms.
In the case of Chinese frozen chicken, there is only
one importer and eight wholesalers. The Wu Rung Company
( ji ijj) Has been given the privilege of importing the
whole product line of Chinese frozen chicken to Hong Kong.
It sells the product to eight authorized wholesalers. These
wholesalers are specialized in frozen food. They will
distribute frozen chicken to retailers. The function of
each member is clearly defined.
Prom marketing point of view, this type of channel
allows the importer to shift some of the marketing functions
to wholesalers, thereby reducing to a minimum capital
requirement for marketing purposes• Besides, this typd
of distribution policy will also have an important bearing
on the sales of frozen chicken because each wholesaler is
selling the same physical product to the same target market.
Each of them has to devote more efforts in trying to get
more customers, This may be the reason why all seventeen
retailers interviewed have offered the Chinese frozen chicken.
In Chapter Pour, it has been indicated that consumers tend
to buy frozen chicken at the nearby store, thus, an
intensive distribution channel may be more appropriate for
this particular product. As a result, the substantial
increase in sales of Chinese frozen chicken may be attributed
to its intensive outlets, which actually is the effect of
a longer distribution channel.
The distribution policy is quite different for the
Banish and the U.S. frozen chicken. Most importers have
employed both the Importer-to~Wholesaler-to-Betailer and
the Importer-to-Retailer type of distribution channel, but
the shorter channel of Importer-to-Retailer appears to be
more popular. In this study, most retailers purchase the
product directly from importers. This way of distribution
is said to be the commonest way of distributing food items.
Most importers complain of the effectiveness of selling-
effort by wholesalers. This is easy to understand because
most wholesalers buy frozen cii 1 c 1:en from different
importers and hence none of the wholesaler would devote
efforts in selling a particular product for the importer®
And so, there is not much value for the importer to choose
a longer channel On the contrary, from direct contact
with retailers, the importer may somehow persuade retailers
to buy the product from him rather than from others® This
may be the main reason why a shorter channel is customary
for frozen chicken.
In this study, only two retailers claimed that
they purchased the product from wholesalers. These retailers
are either ordering a limited amount of frozen chicken or
buying some other items from the same wholesaler, while
fifteen retailers have placed their orders directly with
importers® The main reason is that they are treated in
the same manner as wholesalers provided that they purchase
one or more boxes of frozen chicken. They will receive
the same price and same discount rate as wholesalers do®
The main characteristic of those wholesalers is
that they are selling some other food items too. Prozen
chicken is only a subsidery category. In this study, all
the three wholesalers acknowledged that the sales are mainly
to restaurants and shipping companies. The contribution
from selling to retailers is very little. This phenomenon
is not hard to understand because it is believed the sales
to these institutional users will be more stable and the
quantity involved will be much greater. On the other
hand, they will have to provide more favourable terms of
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sale to induce retailers but the low profit margin inhibits
them to do so. That is why one of the wholesalers claims
that the sales of frozen chicken to retailers is just a
convenience for some of their customers.
Beyond this, ultimate consumers can buy one or more
boxes of the U.S. and Danish frozen chicken from importers
though this channel is not at all important in terms of total
sales volume. However, this direct competition with other
channel members is prohibited for the Chinese products.
5.2 Product Policy
Most importers would import more than one part of
frozen chicken for sale. In this study, all three importers
have imported chicken bodies and chicken wings from both
the U.S.A. and Denmark throughtout the year. Only
occasionally they import other parts. On the contrary,
the Wu Fung Company has constantly imported the whole
product line of frozen chicken from China. There are no
shortage in supply of a' certain part at any time of the
year.
The product line is much wider in the wholesaling
level (Table 28). Each wholesaler carries at least four
parts of frozen chicken for sale. Among those parts,
chicken body, chicken feet and chicken wing seem to be
more popular. This is true as most of customers are rest-
aurants where the demand for these parts is certainly great.
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There is no single retailer offering all parts of
frozen chicken for sale (Table 28). Most retailers have
limited their product lines to three or four parts. It
is observed that there is a broader line of frozen chicken
in department stores and frozen meat stores. Chicken body,
chicken wing and chicken thigh can certainly be bought-
from these outlets. Surprisingly, the market has limited
its product line to either chicken wing or chicken feet.
Perhaps, these parts act as supplementary parts to its
product line of live chicken.
As for the sources, of-the seventeen retailers,
only five of them carried both the Chinese, Danish and
U.S. products (Table 29). In general, they sell at least
two countries' products. Only one retailer has supplied
one source of frozen chicken. It appears that Chinese
products are more favourable. This may due to a higher
profit margin for the Chinese product. It shows that
frozen meat stores and department stores are more willing
to sell the U.S. product. On the other hand, the Danish
frozen chicken is more popular in supermarkets.
Surprisingly, all three wholesalers carry the U.S.
frozen chicken. This may be explained by the fact that
the size of the U.S. product is more standardized (see 4.2)
which may be more welcome by institutional users.
Ways of Placing Orders
In this study, fifteen retailers claimed that they
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will never place their orders with only one single firm
instead they will spread out their orders with two or more
suppliers. In this way, they can communicate with different
firms so that they can ensure there will be continuous
supply of frozen chicken even though one importer may not
have any more of frozen chicken in stock. In addition,
they can compare the prices and other terms of sales with
different suppliers.
Most retailers (14 out of 17) place their orders
only when stocks are low. They do not want to keep excess
inventory because they would have no difficulties in filling
the inventory as there is a prompt delivery for this product.
In general, there are two ways of placing order,
that is by telephone or by salesman.
Telephone:
Most retailers would like to place their orders by
telephone. Though this is the easiest and most convenient
way of placing orders, it has the disadvantage that the flow
of communication is not very effective. The importer may
not know the environment and selling situation of his product
in retailing outlets.
Salesman:
To compensate the disadvantage of telephone ordering,
salesmen are employed by most importers to promote and sell
their frozen chicken. These salesmen receive commissions
in addition to the monthly salary but most of these salesmen
are also responsible for selling other food items0
In this study, it is found that all retailers have
been approached by salesmen, but only a few of them have
placed orders with these salesmen, his is because most
of these salesmen do not devote much effort in persuading
their customers to place orders for frosen chicken0 It
seems that they are more eager in selling other food items®
This may due to the low commission rate for frozen chicken.
On the other hand, salesmen for Chinese frozen chicken are
more eager to get orders of frozen chicken from their
customers. This may be the other reason why there are so
many retailing outlets selling the Chinese products.
Sometimes, buying in the future market is used for
the U.S. and Danish frozen chicken. A contract is signed
between seller (importer)and. buyer (wholesalers or retailers)
so that the importer will deliver the product to the buyer
in a specified date in the future. The price is fixed
upon negotiation. In most cases, this kind of buying always
involves larger quantity at least 15 ton. After the
arrival of the shipment, the buyer has to take all quantities
from cold storage at once and pay it in cash. Of all
twenty retailers and wholesalers, only two have been involved
in this kind of buying.
For the Chinese frozen chicken, there is no such
practice of buying in the future market. They will .sell
the product only when it is actually arrived to Ilong hong.
PnnlrR.m' n?
The success of a product is often said to be closely
related to the effectiveness of packaging. But this is not
the case for frozen chicken. Except chicken body, all parts
of frozen chicken are unpacked when imported to Hong hong®
Only certain brands of chicken thigh and chicken wing are
packed at the place of origin, Ihose unpacked frozen
chicken are placed in a large plastic bag inside a paper-
box. However, most retailers comp! -a.n_r.oci ~i-Lot l tb.eso pa.pex
boxes are easily wetted and broken.
Only certain importers will take up the responsibility
of packaging the frozen chicken. In this study, only one
importer reported that it had packed the product before the
product was distributed to its customers. In most cases,
importers will leave this packing.function to retailers
because they think that it is troublesome and not justify
when different retailers demand different packaging sizes.
Eor the Chinese frozen chicken, all packing functions
are performed by retailers.
To the retailing level, the main purpose for packing
is to preweigh and price the product so that they can reduce
the transaction time. Most retailers will pack frozen
chicken with plastic bags. Their main reason is that is is
economic and convenient. Actually, there should be some
other advantages in using this packing material. Some
consumers are aware of the sizes of the product (see 4.2),
the plastic bag can show the content and sizes of the
product. This might be one way to encourage the sales of
the product. However, none of the seventeen retailers
thought of the promotion function in their packaging,
only department stores and large supermarkets have their
store names placed on it. Some retailers even do not
label the sources of their products.
Brand Name
Numerous brands of frozen chicken are imported to
Hong Kong, but none of them seems to be well known. More
than 75 per cent of consumers claimed that they have never
heard of any famous brand for frozen chicken (Table 30),
Some of them pointed out they had heard of the Banish
Chicken before. Actually, Banish Chicken is not a brand
name but just a term used for promoting the Banish frozen
chicken. The reason for no brand preference can easily be
seen because most frozen chicken are packed by retailers
and they do not use any brand name for promoting their
products. Consumer can hardly know what brands they are buying.
Brand name is more important to the importing level.
It is a measure of product quality. Importers would import
different brands according to the needs of diffej?ent
customers as the supply of some brands may be unstable;
they have to import various brands in case of the shortages
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of a particular brand.
Eight out of the seventeen retailers place their
orders by stating the classes or grades of the.product
(e.g. A class or B class) and not by brand name. In other
words, they will not select for a particular brand of
frozen chicken. More surprising is that five of them
even do not recognize the brands they are ordering. They
either said the importers have changed the brand names
very frequently or claimed that the brand names are difficult
to remember. This is not hard to understand when importers
import different brands at the same time, they will
certainly not use the brand name i'or promotion purpose.
Importers can have more flexibilities in supplying their
customers with some other brands when there is a shortage
of a particular brand. As a result, retailers perceive
that the brand names are always changing. It is also
observed that there is no translated Chinese name for most
foreign brands of frozen chicken. '-his may be inconvenient
for retailers who do not know English.
However, most retailers are aware of the brand names
of the Chinese products. Maybe it is more easy to remember
as the brand name is actually referred to the place of
origin. The famous brands are Tsingtao and Yiangsu. These
two brands are said to have better quality and bigger sizes
than any other Chinese brands.
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Product Service
In the frozen chicken market, there is only limited
product service provided by importers. The only service
offers by all importers is the delivery service. For the
U.S. and Danish chicken, a free delivery service is provided
but for the Chinese frozen ehi:cken retailers are charged
an additional sixty cents per box for deliveries. This
amount has to be paid even the delivery is carried by
retailers themselves. However, no complaint has ever been
heard as it is believed that this is a small amout when
compared with the price of the whole box of frozen chicken.
The importers of the T.T.S. and Danish frozen chicken
also provides the services of replacement of defaulted or
unqualified products. This replacement will immediately
take place upon request. Surprisingly, there is no
replacement of defaulted product for the the Chinese frozen
chicken. Only in a very special case (e.g. the whole box
of frozen chicken is decayed) would they allow for
replacement, but the procedure for returnable are complicated
and the replacement is delivered a few months later.
In addition to this poor service, each retailer
has to buy some other items with Chinese frozen chicken.
These products are always of inferior quality. Some of them
are high-priced but not popular (e. g. frozen fish). The
only way to get rid of this product is to price it at a
lower level. As a result, retailers always suffer losses
in selling this additional item. Most retailers have tried
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to compensate this by having a higher mark-up in frozen
chicken. Consequently, the price of Chinese frozen chicken
is not so low as it should be.
5.3 Pricing Policy
Criteria for Pricing
Actually, there are no special criteria for importers
in pricing their product. As there are more than twenty
firms importing frozen chicken, the competition is very keen
in the importing level, and thus, the importers use a
competitive pricing policy with low profit margin. The
only consideration is the popularity of their products as
well as the supply and demand of the local market.
For the Chinese product, the pricing policy is
quite different from that of the U.S. or Danish frozen
chicken in the importing level. The wholesaling price of
Chinese frozen chicken is always setting at a level lower
than the U.S. or Danish chicken. The eau rung Company will
watch any price changes for the U.S. and Danish products.
If there is an downward movement in the wholesaling prices
of these countries' products, the prices of Chinese products
will be adjusted accordkingly. Besides, the supply of
frozen chicken from other sources will be taken i.-to
consideration too. The Wu Fung Company will lower the
price if there is a shipment of the U. S. and Danish frozen
chicken arrived Hong Kong. For the eight authorized
wholesalers of Chinese frozen chicken, they are only allowec
to have a mark-up of 3 per cent. 1his extremely low profit
margin may be the other reason to force them to search for
more customers (retailing outlets) in order to cover their
For this particular product, there is no price control
in the retailing outlets by either importers or wholesalers.
Fetailers can set their own prices. In general, tneir
main criteria for setting prices depends on either one of
tne following factors:
1. expected rate of return;
2. competitors' pricing policies;
Table 31 shows that most retailers or wholesalers will set
the crice according to their competitors' pricing practices
(55%). However, it appears that department stores and
supermarkets will set their prices according to their own
expected rate of return. Competitors' pricing strategies
may be less important to them. The explanation is that
the target customers of department stores and supermarkets
are quite different from other outlets. These department
stores and supermarkets are more sparsely located. They
will not compete with each other, and hence they can set
prices according to their own expected rate of return.
On the contrary, frozen meat stores, markets and
wholesalers will consider their competitors' pricing-
practices before they set then 9wn IT is found
that most frozen meat stores are located around the market
The competition is keen in these outlets. As a result,
these retailing outlets have to watch each other's pricing
policies and have to adjust accordingly otherwise they will
lose their customers to their competitors.
As the sales of frozen chicken in the wholesaling
level are mainly to institutional users which are more
sensitive to prices, wholesalers are therefore aware of
their competitors 1 decision on pricing frozen chicken,
Priee Variation
Price fluctuations in the importing level is not
uncommon in the frozen chicken market. These fluctuations
are mainly caused by the fluctuations in the world market.
The wholesaling prices will be adjusted according th this
fluctuation though the magnitude is not very great. This is
because the profit margin for frozen chicken is already low
and importers are unwilling to bear any loss due to the
variation in prices. As a result, the wholesaling prices
for frozen obncken change throughout the year.
T-f. c rpnoTlpr1 f ,p r p 1 1 fhp approrn-j-ppi-n rptrp 1 pvc« vn 1 1
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fluctuation in retailing outlets. This is easy to understand
because all retailers are selling other goods too, it is
impossible for them to keep track with such changes from
day to day. Besides, it is also believed that consumers
would be more likely to prefer a, reasonable degree of price
stability, ihe higher profit margin for retailers may be
the other explanation for a more stable retailing prices.
Term of Sale
Credits and special discounts are offered to induce
customers. In frozen chicken market, cash discount, quantity
discount and a credit period are allowed.
1. Cash Discount
Because of the low profit margin for frozen
chicken, importers do not want to suffer any loss on
interest payment and bad debts, xhey offer cash discount
as an inducement to buyers to pay them cash. Unlike
other business, there is no such term as 210 net 30.
Cash discount is only allowed when the payment is made
on the same day of delivery. Normally, a two to five
per cent discount is allowed. However, there is no cash
discount for the Chinese frozen chicken.
On the contrary, only a maximum of two per cent
cash discount is allowed by most wholesalers to retailers.
This may be one of the important reasons why most
retailers place their orders directly from importers
where they can receive a higher percent of cash discount.
Table 32 shows that bO per cent of wholesalers
or retailers will normally make their purchase by cash.
This may due to the short credit period offered by
importers, -however, it appears that department stores
are not used to paying cash when they purchase frozen
chicken. Giving them cash discounts will not motivate
their buying desires On the cont3?ary, an increase in
cash discount rate may encourage the sales to the markets.,
supermarkets and frozen meat stores. Besides, it is
interesting to learn that wholesalers would pay cash
rather than receive credit (666t)0 Hence, the
marketing executives should aware of this in attracting
more customers.
quantity Disoomt
Except for the Chinese products, most importers
use the quantity discount as an incentive to attract
customers to buy a larger volume of frozen chicken.
fable 33 shows that only a few buyers have
usually received quantity discounts from importers (30).
This is not hard to understand because quantity discount
is normally allowed only when customers purchase five
or more boxxs of frozen chicken. However, most retailers
will only buy one or two boxes each time, and hence, they
are not entitled to receive this discount.
Surprisingly, only two out of five frozen meat
stores receive the quantity discount The sales of frozen
chicken at frozen meat stores should, be the best among
those retailing outlets, and hence they will probably orde:
more quantity in order to get this benefit. But in actual
practice, most of them would rather place their orders
more frequently than receive the quantity discount. fhey
claim that they do not have much space for placing the
product moreover? moot retailers lire to pay cash
when goods are delivered, this means they will require
more working capital if they buy larger quantities of
frozen chicken
On t'rp r 1 1 rrVtrl PRO! ptf; potto
received the quantity discount This is because they
mainly sell frozen chicken to restaurants or skipping
companies which need a larger amount of frozen ciiieker
each day As a result, they usually place a larger
order from the importers
Credit bales
customers, but in general, this credit period is very
short, from one week to a maximum of one month The
period mainly depends on the relationship with importers
as well as the buyers1 past record For the Chinese
frozen chicken, one week credit sales are allowed by
those eight wholesalers. Customers must pay the amount
within the week. In some cases, the credit period can
be extended one or two days. Any undue payment will be
treated as bad debt The retailer's name will be
distributed to the eight wholesalers, and thereby, no
frozen chicken will be delivered to this retailer anymore.
The wholesalers for the U.S. and ranish frozen
chicken have given longer terms of credit sales From
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marketing point of view, such a long crecilt perioa
should at-tract more retailers to purchase from them
rather than the the importer. However, it is found
that most retailers prefer cash discount to credit sales.
This may be due to the fact that only small amount of
money will be involved and a credit may not be useful
to them.
5.4 -Promotion Policy
No special promotional campaign for any brand of
frozen chicken has ever been observed. This might due to
the insignificance of band name to this particular product.
However, there is promotional campaign for a particular
source of frozen chicken.
In the frozen :chicken market, nearly all promotional
programs are either sponsored or done-by the government of
the exporting country. -'or instance, the Trade Commissioners
of Denmark in Hong Kong had been responsible for promoting
the Danish Chicken which was heavily advertised on the
television some years ago. However, these promotions do
not intend to promote any particular brand but the whole
l$ne of frozen chicken.
For the Chinese frozen chicken, promotion is mainly
done by its sole agent in Hong Kong. Similarly, they are
promoting the whole product line of frozen chicken rather
than any particular brand. Their promoting methods include
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advertisements on television, newspaper and cinema.
For individual importers, large promotion campaigng
are seldom employed. In most cases, they will provide
free goods to retailers .and bonus or rebate to retailers'
shopkeepers. Table 34 shows that 17.3 per cent of consumers
first learn the product from point-of-sales promotion while
27.6 per cent learn from shopkeepers. This may be the
evidence and the results of the promoting effort by indivdual
firm.
No retailers have reported that they have special
promotional programs for frozen chicken.
6.0 SUIMARY AND CONCLUSIONS
6.1 Summary
After we have studied consumers1 point of view
on frozen chicken in Chapter Pour and suppliers 1 marketin,
practices in Chapter Five, this section summarizes the h
behavior of these two groups of people.
Consumers
1- Seasons for frozen chicken consumption
The main consideration in buying frozen chicken
is its price. The low price of frozen chicken is a
major attraction to consumers. Sometimes the possibility
of lengthy storage is taken into consideration too.
Most consumers will buy this product for future use as
well as for meeting any sudden needs. Some favor frozen
chicken more because it is readily available in many
pp-hs.-i 1 i n r? mi+,1 ehs.
2. The potential customers
Young people with a higher education seems to be
the potential customers for frozen chicken. Besides,
those families which consist of only few members or
belong to the low income group have a higher possibility
of buying frozen chicken.
3. Characteristics of consumers
On the whole, most consumers perceive that prices
of frozen chicken are closely related with their quality.
They believe that the higher the price of frozen chicken,
the higher the qualifty would be.
Consumption of particular parts of frozen chicken
The most favourable part is chicken wing. The
bigger size and better quality of the chicken wing appear-
to be more important to consumers than the price.
'iiiorfi in an i ruli oati on that the potential for
chicken flesh is great. The poor sales may be because
of the limited supply in retailing outlets.
Preference for a particular source
The ease of accessibility and the cheaper in
price have made the sales of the Chinese frozen chicker
quite successful. On the other hand, the quality and
the size of the U.S. and Danish frozen chicken strongly
appeal to other consumers.
Suppliers
C harm e1 Sy s t em
Distribution channel is quite different between
the Chinese and the U.S. or Danish frozen chicken. In




The Wu Fung Company has imported the whole
product line of frozen chicken from China while other
importers only import certain parts of frozen chicken
from either U.S.A. or Denmark.
There is a wide product line at the wholesaling
or retailing level. The most favourable parts are
chicken body, chicken wing and chicken thigh.
The U.S. and Chinese products are more popular
in department stores and frozen meat stores. In general,
supermarkets prefer to sell the Danish frozen chicken.
Most retailers place their orders with different
suppliers to ensure the continuous supply and compare
the prices and other terms of sale with different suppliers.
The Chinese brand names are more readily recognised
by retailers.
Poor packaging with no promotional purpose is
common at all level.
Product services provided by wholesalers of Chinese
product are poor.
3. Pricing
More flexible pricing policies are adopted by
the Chinese importer while more favourable terms of sale
are offered for the U.S. and Danish frozen chicken.




The promoting and selling ability of most
importers' salesmen are poor.
Only little promotion has spent on frozen chicken
at both importin and retailing levels.
6.2 Future Outlook of the Market
There exists many favourable factors which will
increase the consumption of frozen chicken in the near future.
1. Though Hong Kong's population growth rate dropped
signigicantly in the past few years, the population size
will still increase substantially in the future. The
supply of live chicken may not meet the increased demand,
and hence, more consumption of frozen chicken is anticipated.
Moreover, most of the population are young they are
likely to be less concerned with the taste and the quality
of food. This creates a favourable environment for the
marketing of frozen chicken.
2. Eating habits have been changed and people tend to be
more adapted to -Western food. This can be reflected by
the wide establishment of fast-food chains. The habitual
change gives the opportunities of expanding the sales of
frozen chicken which was once said to be a kind of
Western food.
3. The most advantageous factors for the acceptance of
raen chicken are their convenience and cheap price.
In such a busy city as Hong Kong, people tends to exert
less effort in shopping and preparing food The oven-ready?
the lengthy storage and the intensive outlets of frozen
chicken can certainly arouse the buying desires of consumers.
As far as price is concerned, frozen chicken is the
cheapest among the frozen food, and hence frozen chicken
seems to be more promising in the future than any other
frozen food.
6.3 Suggestions
Based on the research results, we attempt to
give some sugguestions for improving the present strategies
of selling frozen chicken in Hong Kong
1. Distribution
Importers should get as many retailing outlets
as no sible, especially the frozen meat stores, where
there are more varieties of frozen chicken, and consumers
prefer to make purchase there.
As the low income families tend to consume
frozen chicken more, the low income districts would
be the favourable areas of marketing frozen chicken,
and so retailing outlets should be located or more
concentrated in areas such as resettlement estates o,
low cost housing.
2. Product
To avoid direct competition with the Chinese
products, importers should import those frozen
chicken having better Quality and bigger sizes
It is also advisable for the importer to
import some other parts of frozen chicken such as
chicken flesh because there is a great demand with
a limited supply.
Try to provide more services such as packaging and
storing functions to customers. This might gain
supports from retailers.
Pricing
Importers® pricing policies should be more
flexible. They may provide different terms of sale
to different wholesalers and retailers. It is
observed that department stores will seldom pay cash
when they purchase frozen chicken, allowing them a
longer credit period may encorage the sales of
frozen chicken. On the contrary, more cash discounts
would be appropriated to other retailers. Quantity
discounts seem to be more useful to wholesalers.
It would be advisable for importers to give
sales commission or bonus to the shopkeepers of
retailers. It is hoped that the shopkeepers would
devote more efforts in promoting the product.
Promotion
Generally speaking, consumers make their
purchase decision on the spot of sales. Marketing
executives should concentrate their efforts on the
element of emotional buying Impulse buying should be
encouraged by heavy promotion programs, This may
emphasise the economy and the quality of the product,
Sometimes a special or attractive design of packaging
may be useful.
importers should train special salesmen and
This might have a bearing on receiving the orders.
5. Retailers should be aware of the price-quality
perception of consumers. If their customers are more
concerned with the quality, a higher price may be
appropriated,
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Table 1: The Place Where Consumer First Know About Frozen
Chicken (In terms of Sources)
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Table 2: Reasons for Buying Frozen Chicken
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Table 3; Relationship Between the Consumption of
Chicken and Occupation
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Table 7: Relationship Between the Consumption
of Chicken and the Size of Family
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Table O: Reasons for Buying a Particular
Source of Frozen Chicken
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Table 10: Relationship Between Family Income
and the Consumption of Frozen Chi ekeL
(In terms of Sources)
the rminfsf mnivfrsity Of hong kong
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Table 12: Distribution Between the Sources and
the Parts of Frozen Chicken Consumed
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Table 17t Reasons for Buying Frozen Chicken Wing
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Table 22: Consumer Perception on Price
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Table 24: Consumer Perception on Quality
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Table 26: Consumer Perception on Packaging
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Pable 27' Reasons for Buying Frozen Chicken
•1 ri n D o v»! o n 1 o v O -J 1 f 1 -f-
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Table cQ: Parts of Frozen Chicken That
Are Availaole in Wholesalers
Retailers
















































































































Table 29: Sources of Frozen Chicken That







Percent 77- fs 22.4










Table 31: Criteria for Pricing
Type Yes Nc Total
Department Stores 0 2 2
Supermarkets ZL 3 7










Table 2: Number of wholesalerRetailer
































Table 34; Places that Consumers First




















Percentage of Expenditure on Prozen
Meat and Poultry by Income Bracket













Sources: Census and Statistics Department,
Consumer Price Index Section



























Source: Kong Kong Population and Housing Census, 1971
Main Deport, Census and Statistics Department,
Hong Kong, pp. 28
Appendix III The Questionnaire
!• Have you bought any frozen chicken before?
1. Yes
2. No
(Go to Question 2)
(Terminate)




If your answer is live chicken, go to A; if your
answer if frozen chicken, go to 3.







B. Reasons for your choice are: (Please check
whichever appropriate)
1. Availability
2. Easy to preserve
3. Better quality
4. Cheap
5. More stable price
6. Easy to handle







4 Why did you buy this part? (Please check whichever
appropriate)
1 Cheaper than the other
2. Quality is the best among others
3. Availability
4. Easy to handle
3. Good for health
6. Taste good





Why did you buy this country's frozen chicken?
1. Easy to buy
2. Used to buy this country's product
3. Don't know other country's product
4. Cheaper
5. Better quality
6. Bigger in size





If your answer is 'Ho', please rank them, in order by
putting 1 for the best quality, 2 for good quality,










If your answer is 'Ho1, please rank them in order by
putting 1 for the most expensive, 2 for expensive,






8. How's the importance of packaging in frozen chicken?
1. Very important
2. Some what important
3. So-so
4. Little important
5. Not at ali important
















If 'Yes', please state its name
12. How did you first know about the product?
1. Advertisement




13. Where did you usually buy frozen chicke?
1. Supermarket
2. Department store
3. Frozen meat store
4. Grocery store
3. Market
14. Yhy did you buy from there?
1. Convenience
2. Cheap
3 Belivery servic e
4. I To r e va r i e t i e s
5. Others (Specify)
Classification fata
The following is for classification purpose only. It will
be treated as strictly confidential. Thank you.
15. Yhat is your occupation?
1 Hons evif e
2, flue collar worker
3. White collar worker
1. Professiona1
R Py-] c: 4 yo p q cs p~ pnnli o r p. UL i- ir. S.•. W«• V v-.-
6, I;etired
7. Student
1 r; Tn vr if h ron np (1 n t- ai] fe 1 1 9• J.- «JL» 'L .L V I«• J.WV OJ n -V-LfteC- 'w. vW-— r-a»
1. 13-25
2. 26-35i—7•—• r-
9 Pi. U 0 7 U
1 r'J T He o 4 e 1» 4 r-lo p q4 PfhnoD 4~ 4 on 1 VAll ley ta AOIO nl ple|9J.., j| «L—'w- i -J-- li-ut J. J. 2. vU ;0 0 Ci. UlV•-» U —i——' V w _1„ Lv CO—V w U J.'; v- L. vS lj J_














4. Above 9 persons
Appendix IV: Recent Retailing Prices
for Frozen Chicken























The prices are the average prices provided by retailers
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